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were in the air* In the disastrous years between 1929 and
1934 the volume of farm supplies bought through coopera-
tive societies doubled, reaching a quarter of a billion dollars.
Gasoline and oil cooperatives flourished in many rural areas,,
the Tennessee Valley Associated Cooperatives bloomed under
the sun of federal encouragement, while the Credit Union
National Association, organized in 1934 at Madison, Wis-
consin, applied the idea to banking, particularly for loans
and installment buying. On the other hand, the number of
farmers' associations for marketing grain and livestock de-
clined with the advent of the New Deal, apparently because
the AAA took over much that farmers had been trying to
do for themselves, but coops for purveying other agricultural
commodities and for supplying farm needs grew with un-
precedented vigor* By 1935 ten thousand farmers* buying
and selling associations embraced over three and a quarter
million members. Although the cooperative idea also made
inroads upon the city, its taproot remained the farm, es-
pecially the old zones of German, Scandinavian and Finnish
settlement.

The twenties had brought extraordinary blatancy and
meretriciousness to advertising, and one of the Depression's
early effects upon many manufacturers was to promote the
substitution of smaller containers, looser packing, subnormal
weight, misbranding and inferior materials. With the con-
sumer impelled as never before to spend his dollar advan-
tageously, a profusion of books like Arthur Kallet and Fred-
erick J. Schlink's 100,000,000 Guinea Pigs (1933), James
Rorty's Oar Master's Voice: Advertising (1934), Schlink's
Eat, Drink and Be Wary (1935) and Ruth Lamb's Ameri-
can Chamber of Horrors (1936) appeared to warn him of
pitfalls* American Medical Association committees spear-
headed reform in the drug market, while its committee on
foods, created in 1929, awarded grudgingly its seal of ap-
proval, rejecting two out of every three products submitted
and insisting upon revised labels and deflated advertising